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Understanding Customer Journey through the prism of Service Design Methodology
Chapter 10
Understanding  Customer  Journey  through  the  prism  of  Service
Design Methodology
Purpose: This chapter explores how use of the service design methodology can contribute to
in-depth understanding of the customer journey and to the design of service improvement
interventions aimed at enhancing customer experience. 
Context: The notion of customer journey is becoming increasingly important for both private
and public sector organisations. Understanding  customer experience and interactions that
take  place  during  service  delivery  is  critical  to  the  service  design,  delivery  and
improvements where the quality of customer experience take a strategic priority. 
Learning outcomes: At the end of this chapter you will be able to confidently use the service
design  methodology  in  order  to  understand  customer  experience,  develop  a  service
blueprint,  design-in service improvements to enhance service user experience or redesign
and  reengineer  existing  services  in  order  to  respond  to  changes  in  organisational
environment. 
THEORY BOX
Philosophy: positivism.
 Ontology: single objective reality, use of consistent, rational and logical approaches in research. 
 Epistemology:  focus  on  generalisation  and  abstraction,  possible  to  obtain  hard,  objective
knowledge.
Approach: inductive. 
There is no pre-determined hypothesis; theory development emerges from the research.
Strategy: in-depth examination of the customer-service interactions at every stage of the service delivery
process.
Design: application of  service  design project  methodology  in  five  stages,  which are:  mapping  of  the
customer journey; detailing each stage of the journey; identification of fail points and areas of excessive
wait;  prioritisation;  and  development  of  service  improvement  plan,  implementation  monitoring  and
evaluation. During these stages a range of research methods is deployed, including: in-depth interviewing,
focus groups, ‘mystery’ shopping, observations, video diaries, experiments and others.
Analysis:
 Stage by stage of the service process: in-depth analysis of the each stage of the service delivery
process.
 Service delivery process holistically: analysis of the service flow, fail points and areas of excessive
wait in the service delivery process. 
 Customer journey/experience holistically: analysis and evaluation of the overall quality of customer
experience.
Presentation:
 Service blueprint: a detailed graphic representation of the service delivery process.
 Customer profiling: development personas using images and annotations.
 Service  improvement  plan:  a  management  tool  to  develop,  implement,  monitor  and  evaluate
service improvements. 
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11.1 Introduction, Background and Context
The  notion of  market  sensing  includes  a  wide  range  of  considerations  about  the major
market  players  affecting  the  performance  of  organisations.  Customers,  by  far,  attract
considerable attention when it comes to marketing research. Customer research is rather
diverse; the most popular directions include research into customer behaviour, customer
decision-making  and consumer  psychology.  Often customer-focused studies  explore  how
customers  behave,  make  decisions,  perceive,  respond and  engage  with  organisations  to
access their products and/or services. There is a great of well-established techniques and
methodologies in customer research: market segmentation, market positioning, emotional
scaling and other discussed in the earlier chapters. Very few of these techniques consider
customer experience holistically nor with a great deal of precision in considerations for every
stage of the customer journey. Amongst many approaches to market sensing, service design
methodology offers a unique perspective on the customer journey and equips individuals
and teams with tools and techniques to enhance service performance. 
Service  design  methodology  is  firmly  rooted  in  the  field  of  services  management  and
services marketing (Schostack, 1984; Kingman-Brundage, 1989; Palmer, 2004; Bitner  et al,
2008; Lovelock  et al, 2009). Despite its service-based origins, this methodology has been
well received in a variety of organisational settings across primary, secondary and tertiary
sectors. This is not surprising as services become an important part of organisation growth
strategies  and  companies  that  considered  themselves  as  ‘purely  manufacturing’  are
increasingly  exploring  growth  strategies  through  service  provision  i.e.  servitization
(Vandermerwe and Rada, 1988; Vandermerwe, 1993; Van Looy  et al,  2003.). Services are
increasingly becoming an important  source of  wealth creation in  economies around the
globe, refer to a mini case 11.1 which illustrates this trend. 
Recently, service design methodology has seen an increase in interest from the public sector,
particularly from health sector and higher education sector institutions, where increasing
pressures from government and regulators demand to design and deliver services to ensure
high quality of customer experience. For instance, in the UK higher education, the quality of
student  experience  is  firmly  placed  on  the  strategic  agenda  for  the  majority  of  higher
education  institutions  as  a  result  of  increasing  marketisation  of  the  higher  education
(Browne Report, 2010; Brown and Scott, 2009). Introduction of the industry-wide student
survey  mechanisms,  National  Student  Survey  (NSS)  and Postgraduate  Taught  Experience
Survey (PTES), highlights a clear drive and urgency towards raising the quality of student
experience in university settings.
This  chapter  provides  an  overview of  the  service  design  methodology  with  a  particular
emphasis on one of its key technique – services blueprinting (Schostack, 1984; Kingman-
Brundage,  1989;  Baum,  1990;  Bitner  et  al.,  2008).  There  is  step-by-step  guide  of  the
blueprinting  technique  supported  by  examples  of  its  application.  Service  improvement
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In the UK, according to the Office of National Statistics (ONS), the services sector has grown in importance over the
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approaches, which form an important part of service design methodology, are discussed and
a range of examples provided to differentiate between service enhancement, redesign and
reengineering. The chapter concludes with the end-of-chapter case study ‘DERBI Project’
demonstrating application of  the service  design  project  methodology at  one of  the JISC
funded flagship projects in the context of UK higher education. 
11.2 Service Design Project Methodology
Service design methodology is advocating an understanding, design and improvement of
services in the context of the ‘customer journey’. It calls for application of a key technique in
services design domain – service blueprinting - initially introduced by Schostack (1984) and
further developed by Kingman-Brundage (1989). There are five key project stages identified
in  the  application of  the  service  design  methodology  to  explore  and improve  customer
experience (Figure 11.2). 
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Figure 11.2: Service Design Project Methodology, based on Baranova et al. 2010
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The stages identified are:  mapping of  the customer journey;  detailing each stage of  the
journey; identification of fail points and areas of excessive wait (AEW); prioritisation; and
development  of  service  improvement  plan,  implementation,  monitoring  and  evaluation.
These stages will be discussed in more detail in section 11.3 of this chapter. For now, we
introduce  services  blueprinting  technique  as  a  critical  component  of  the  service  design
methodology.
According  to  Schostack  (1984),  service  blueprinting was  developed as  a  process  control
technique  for  services  that  offered several  advantages:  it  was  more  precise  than verbal
definitions; it could provide a useful starting point for solving problems with efficiency and
effectiveness  of  the service  process  and it  was  able  to  identify  failure  points  in  service
operations.  Schostack’s  adaptation  of  this  technique  originally  involved  mapping  the
customer  process  stages  through  the  service  delivery  process  and  aligning  it  with  the
organisational  structure.  Further  adaptations  of  the  blueprinting  technique,  Kingman-
Brundage (1989), involved considerations for frontstage (onstage) and backstage activities as
well  as  later  additions  of  physical  (tangible)  and  intangible  evidence  and  possible
consideration for target and actual timing if each stage of the customer journey (Palmer,
2004; Bitner et al, 2008; Lovelock et al, 2009). 
Essentially developed as a graphical tool, a service blueprint is a detailed map of a service
process.  It  shares  similarities  with  other  process  modelling  approaches:  visual
representation of the key activities in the service process; possibility of representation of the
high-level conceptual processes or detailed sub-processes and sub-systems to reflect service
delivery; it could also be linked to the more internally focused process modelling tools and
languages (Bitner et al, 2008: 71).
Main Components of a Service Blueprint
Throughout  the service  blueprinting literature  (Zeithaml  et  al,  2008,  Bitner  et  al,  2008),
there are five typical components of a service blueprint identified: 
 Customer actions (stages of the service process): timing and relationships between
the stages are depicted graphically;
 Frontstage participants and contact employee actions;
 Evidence (tangible and intangible);
 Backstage participants and principle actions;
 Support systems.
Customer actions include all the steps that customers take as a part of a service delivery
process. These are plotted in a sequential order from left to right at the top of the blueprint.
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When developing a blueprint it is advisable to start at ‘big picture level’ and then drill down
to obtain a higher level of detail. The blueprint is further divided into two zones: frontstage
and backstage separated by the line of visibility. Everything that appears above the line of
visibility  is  what  the  customer  is  exposed  to  and  comes  in  direct  contact  with.  In  the
literature, these are also referred to as touch points (Palmer, 2008; Lovelock et al, 2008).
Below the line of visibility, so-called backstage elements of the blueprint are drafted. These
included participants and their actions which need to be performed in order to support the
frontstage  activities.  It  is  important  to  note,  that  conventional  understanding  of  the
backstage operations as being secondary to the frontstage activities is challenged by the
service blueprinting approach. According to the service blueprinting methodology, both are
considered to be equally important for the success of the service process, both need to be
properly resourced and managed, both need to be made aware of the importance of the
other for the delivery of quality services (Lovelock et al, 2009).
The fifth critical component of blueprinting is ‘support systems’. These are crucial for the
delivery of every stage if  the service process and are drafted below the line of visibility.
Support systems,  for  instance payroll,  procurement,  CRM and other mainstream support
systems of business operations, are displayed at the bottom of the blueprint and in some
instances connected by the vertical lines with other areas of the blueprint to show inter-
functional  connections  and  support  that  are  essential  to  delivering  the  service  to  the
customer. 
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MINI CASE 11.2: BLUEPRINT OF A GP SURGERY VISIT
This is a blueprint of a typical service encounter at a doctor’s surgery. It is produced by one of our student groups
studying service design methodology as part of their UG studies. This version of a service blueprint is particularly
successful due to visual representation of a service encounter. Such an approach helps to visualize actions, actors and
servicescape of a surgery visit as well as provide useful guidelines for staff to ensure ‘smooth’ delivery of a service
and prevention of service failure.
Understanding Customer Journey through the prism of Service Design Methodology
Fail Points and Areas of Excessive Wait
Service blueprinting does not only provide the foundation for the analysis of the service
delivery process and its visual representation, it also identifies points where customers may
potentially perceive failure in the service delivery process. The so called ‘fail points’ are the
critical incidents on which customers base their perception of quality (Palmer, 2008). The fail
points’  identification could start  from a  number  of  directions:  direct  customer feedback
regarding the problems faced during the service experience, secondary data available from
customer surveys over a number of time periods, operational data with regards to process
failures, underperformance, bottlenecks and others. 
The blueprint also displays the areas of excessive wait. These could either contribute to the
fail points or stand on their own signifying the areas where customers commonly have to
wait. The task of the service redesign team then lies in either designing areas of wait out of
the process,  if  it  is  feasible, or  minimising the negative impact of  the wait  on customer
perception of service quality. The latter could include redesign of the servicescape (Booms
and  Binter,  1981)  where  waiting occurs;  setting up the  standards  for  carrying  out  each
activity in the areas of excessive wait including times for completion of a task and maximum
wait  times between the tasks;  training  staff to manage  queuing  and to perform service
recovery.
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Study Exercise
Consider a service that you have recently experienced (a visit to a dentist, doctors, a 
hairdressing appointment; a visit to a cinema; a visit to a library, etc.
 Develop a step-by-step process map of your visit;
 Map all the participants at each stage of the service encounter;
 Map all tangible and intangible elements of the service encounter;
 What backstage operations could have been taken place at each stage of the 
process?
 Develop a blueprint of the service experienced.
From your point of view as a customer, what steps of your journey were you most and least 
satisfied with and why? Please mark them on the blueprint developed. 
Are there any fail points and/or areas of excessive wait? In your view, would the company 
be able to recognise the fail points and/or areas of exercise wait you have identified?
What service improvements would you recommend for the company to implement? 
Understanding Customer Journey through the prism of Service Design Methodology
Service Improvement
Service design methodology is more than just a drafting of complex drawings of the service
encounters. The critical element of the approach is in the development and implementation
of the service improvements developed on the basis of the in-depth understanding of the
fail  points  within  the  service  delivery,  customer  preferences  and  service  operations’
capabilities.  Service  improvement  approaches  include  service  enhancement,  service
redesign and service reengineering. 
Service enhancement is the least radical of the three approaches identified. It is concerned
with  the  service  enhancement  initiatives  which  could  include  a  wide  range  of  services
improvement techniques referred to as poka-yoke techniques or  fail-safe methods Chase
and Steward (1994).They differentiate between the server and customer poka-yokes (1994:
37) broadly defining server poka-yokes around the “three Ts”: task, treatment and tangibles;
and customer poka-yokes around the stages of the service delivery: preparation, encounter
and resolution.
The “three Ts” are primarily referred to the design of service delivery where the majority of
errors occur around the Task itself – the service is incorrectly performed due to poor design,
i.e. tasks performed in a wrong order, being too slow or incorrect. Treatment errors are
usually  referred  to the mistakes  made in  human-to-human and/or  human-to-technology
interface within the service process. Tangible errors are those in the physical elements of the
service,  such  as  poor  design  of  the  room,  incorrect  or  unclear  written  documents  or
instructions, unreliable equipment, etc. Service poka-yokes include activities, features, and
systems to allow for minimising the risk of the occurrence of the above errors in the service
delivery. Examples of service enhancement initiatives include: improving signage to ensure
better customer flow; improved communication with customers; changes to the layout of
facilities  used  by  staff and  customers,  increasing  capacity  of  IT  resources  to  cater  for
fluctuations in demand.
The  service  redesign  approach to service  improvements  involves  changes  in  the service
delivery  process,  for  example:  changes  in  the  sequence  of  stages  for  service  delivery;
illuminating  unnecessary  stage(s);  designing  new  stage(s)  in  the  existing  process  to
accommodate  for  different  customer  types.  Such  redesign  efforts  need  to  include
consultations with staff, customers and the experts inside and outside an organisation to
ensure mitigation of reputational, processual and dependability risks (these are discussed
later in the chapter).
The  service  re-engineering  approach  often  requires  complete  overhaul  of  the  service
delivery process. This is often needed when services become obsolete or fail to deliver, or
recent major changes in the business model of a company initiate changes in the service
delivery  processes.  Service-reengineering  is  associated  with  radical  change  initiatives  in
organisations.  It  is  characterised by  short-term but  impactful  interventions  that  radically
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transform organisational systems and processes. Service re-engineering needs to be carefully
managed, like any radical change efforts, as they often encounter resistance from staff and
can have negative ‘halo’ effect on operations and strategy.
Advantages of service blueprinting
Firstly, conventional process mapping techniques are often very formal and do not allow for
the detailed analysis  of  the customer encounter  within  the service  process.  In  order  to
understand customer experience, there is a need to analyse every stage of the customer
journey and within each stage- every detail from the quality of the written language, for
instance in the correspondence with a bank, GP surgery, and layout of the room or web
interface  where  a  service  is  delivered,  to  the  frequency  of  text  messaging  to  inform
customers  about  new  product  and  service  offerings.  Service  blueprinting  allows  for
capturing this level of detail to develop a comprehensive picture of the customer journey. 
Secondly, blueprinting involves plotting the participants at each stage and allows for greater
understanding of the role of each participant in the process and prompts conversations with
the purpose of clarifying roles and responsibilities of the individuals and teams involved. This
should be treated as an opportunity to surface possible duplication of tasks and activities,
waste and mismanagement of resources, and inconsistency of services. For all participants
involved,  the mapping out of the blueprint provides the opportunity to learn from each
other, to communicate between different individuals and teams which have responsibility
for the service delivery, and to find solutions to enhance service delivery, and ultimately,
customer satisfaction. 
Thirdly, according to Bitner et al, (2008), service blueprinting upholds the focus of services
redesign and improvement efforts on human-to-human and human-to-technology interfaces
at  the  institution  level,  rather  than  at  the  software  engineering  level,  ‘allowing  service
designers to drill down into the firm without losing the connection to the customer action
and the processes’ (2008, pp: 71-72). 
Fourthly,  when applied in  organisations  with numerous  departments  involved in  service
delivery, for instance in universities, hospitals, airports, service blueprinting can be a silo-
breaking tool.  It  encourages collaboration across various departments and understanding
the customer journey holistically - presenting a bigger picture of the customer journey. The
overarching focus of the service blueprinting is to understand what is like to be a customer
of  the  organisation  and  what  needs  to  be  done  to  ensure  creation  of  the  customer
experience which is valued by the customers. In doing so, different teams need to be open
and to be prepared to challenge existing processes and practices to put customers at the
heart of the design of its services.
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Limitations
Despite  its  strong  customer  orientation  and  broad  overview  of  the  service  delivery
processes,  services  blueprinting  fails  to  provide  an  in-depth  analysis  of  the  process
components at each stage of the customer journey. During a service encounter, a customer
could be exposed to a number of backstage processes, for instance payment processing,
order  placing,  updating  personal  details  and  booking  next  appointment.  Each  of  these
processes ‘feed in’ into overall customer experience at a dental practice. A service blueprint
of a visit to a dental practice would account for them, but would not consider these sub-
processes in detail. A further process mapping exercise is required when closely analysing
sub-processes  involved  in  the  delivery  of  the  customer  experience.  Such  exercise  is
necessary to account for interoperability of various departments in complex organisations. 
A  service  blueprint  attempts  to  capture  a  dynamic  process  of  frontstage  and  backstage
interaction in the service delivery process in its static form. In such attempts there is always
a danger of inability to account for dynamics, contingencies and ever-changing customer
preferences and expectations. Capturing dynamic processes requires understanding that a
service blueprint should be continuously modified and updated.
11.3 Taking you through the process stage by stage
This section details the key stages involved in a research project based on service design
project  methodology  illustrated  in  Figure  11.2  earlier  in  this  chapter.  It  is  based  on
application of the service blueprinting technique and other methods to gain deeper, holistic,
understanding of customer experience in organisations.
Summary  of  the  key  stages  and  activities  identified  in  the  service  design  project
methodology (Baranova et al, 2010) is presented in the process box below.
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Process Box: main stages and activities of the Service Design Project Methodology
STAGE ACTIVITIES THROUGH
STAGES
1
Mapping customer journey through a service process
 Identify services for mapping.
 Develop a process map of a service including main stages of a service 
delivery process.
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Detailing each stage of customer journey
 Working with each stage of the service map, detail front stage and 
backstage elements of the service blueprint.
 Include considerations for actions, actors, servicescape, supporting 
systems and processes.
3
Identification of fail points and areas of excessive wait
 Develop and deploy a range of techniques to research customer 
experience, including considerations for fail points and AEW broadly and 
in relation to key service user profiles.
 Develop ‘personas’ i.e. profiler of the key service users.
 Research specifics of customer journey, including analysis of fail points 
and AEW, of the personas developed.
4
Prioritisation of fail points and areas of excessive wait
 Prioritisation could be done by:
o level of reputational risk (severity of problems from customer 
perspective);
o level of processual risk (severity of problems from process 
efficiency and effectiveness perspective);
o level of dependability risk (severity of impact on other systems 
and processes).
5
Service improvement plan, implementation, monitoring 
and evaluation
 Consider the service improvement approach.
 Develop the service improvement plan;
 Implement service improvements;
 Monitor and evaluate service improvements;
 Feeding forward about the progress of the initiatives to inform 
management at operational and strategic levels 
 Go back to step 1 to re-start to ensure continuous efforts towards 
customer-centric service design and service provision
Stage 1: Mapping customer journey through a service process
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The starting point of the process is the identification of services for mapping. Depending on
the purpose of  the project  you might  select services  for  mapping that  attract  the most
complaints  from  your  customers  and  other  key  stakeholders  (for  instance,  suppliers,
business partners, industry regulators); or services that need to be enhanced to outperform
your competitors; or services that out-of-date and in need of a fresh approach to fit better
with the recent changes in your business model. Whatever the purpose of your project is,
ensure  that  your  mapping  serves  a  greater  purpose  rather  than  achieving  operational
efficiencies. The greater purpose lies in understanding customer experience through service
encounter. Hence, the research to support your project should go beyond consultations with
the departments involved in service delivery and company management. It should, above
all, provide insights into what it is like to be a customer of the organisation and to have
experienced the services offered.
When a service  is  identified for  mapping,  the key stages of  service delivery need to be
captured.  Customer  journey  mapping  involves  graphically  representing a  series  of  touch
points  that  customers  encounter  during  a  service.  At  this  stage,  the  mapping  process
considers  stages  and flow of  the touch points  that  form the customer experience.  It  is
important to reflect what takes place in the day-to-day delivery of the service, not what
service stages were designed originally or what is wished to have taken place. Over time an
original service design could have changed as some stages become obsolete and/or replaced
with technology. Be mindful that often managerial ambition of what the service experience
should be does not reflect what takes place in operations on a daily basis. Thus, the actual
representation of the key touch points of the customer journey should be aimed at to be
captured at this stage. A range of research techniques could be deployed to achieve this,
ranging  from  direct  observations  of  the  customer  experience,  ‘mystery’  shopping,
interviewing  and  focus  groups  to  asking  customers  to  develop  video  diaries  or  written
accounts of the service encounter.
Stage 2: Detailing each stage of customer journey
After mapping of the key stages of the customer journey (Stage1), each stage of the process
is analysed in-depth providing as much detail  as possible with regards to frontstage and
backstage operations. The following elements of a service blueprint provide further insights:
 Customer actions  (stages of the service encounter): timing and relationships between
the stages are depicted graphically. These could include target and actual timing for each
stage. The comparison between the actual and target time could form a useful dialogue
with  regards  to  the  minimum service  standards  and  whether  or  not  it  is  effectively
delivered through timing promise i.e. waiting time targets. Front stage participants and
contact  employee actions are  to  be carefully  depicted in  the blueprint  to  allow for
transparency and accountability of all the parties involved in service delivery.
 Evidence  (tangible  and  intangible):  these  usually  include  elements  of  servicescape
(Booms and Bitner, 1981) i.e. physical environment of the service delivery for instance
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layout of  the building,  signage,  equipment,  décor and other  intangible elements,  for
instance lightning, temperature, noise level, music.
 Backstage participants and principle actions: similar information as for the front stage
participants but in back-stage situation. In different organisational settings these might
be participants from a range of functions and divisions, for instance in administration to
place an order, in a procurement department to process an order and arrange delivery, in
a business unit responsible for servicing customers in a particular market or geographical
region.
 Support systems: these are crucial for the delivery of every stage of the service process
and are drafted below the line of visibility. As previously discussed these systems can be
critical to customer experience as they provide essential support for managing resources
in organisations to deliver services, for instance: CRM system to manage information and
interface with  customers;  quality  assurance system to ensure and manage quality  of
products  and services;  budgeting and  finance  system to manage  financial  resources.
Bottlenecks in these systems can result in major delays and potential dissatisfaction with
the service experience.
Stage 3: Identification of fail points and areas of excessive wait
A  blueprint  is  a  living  document  and  is  used  to  continuously  refine  the  systems  and
processes it describes. Identification of the fail points and areas of excessive wait (AEW),
drawn from the end-user feedback enables to drill down into these aspects of the service
delivery and to make recommendations for service improvements.
Development of the key service user profiles i.e. ’personas’ is highly suitable at this stage. It
not only aids in-depth understanding of the key customer profiles as service users, but also
allows for greater insights into their journey as a customer. Further, it provides fine-grained
data on fail points and AEW from the point of view of these personas, whose interpretation
of a service encounter could be rather different. For example, there might be more delays in
accommodating  demands  of  customers  with  special  needs  when  compared  to  other
customers.  In  the  case  of  universities,  often international  students  encounter  university
process differently to home on-campus students. These might result in delays at different
stages of a service encounter due to issues around visa,  assessment of comparability of
previous studies with UK educational standards or due to logistics of arrival and settling in
the UK. Thus, understanding how different personas experience a service and identify fail
points and AEW allows for more comprehensive mapping of the customer journey.
Stage 4: Prioritisation of fail points and areas of excessive wait
Out of a number of the fail points and AEW identified, there is a need to select a few which
would provide a greater focus for the service improvement efforts. Prioritisation could be
done on the low, medium and high risk differentiation basis with the primary attention given
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to the high risk areas. It is important to note that inevitably there could be links between fail
points  of  various  levels  of  risks  and  AEW.  These  links  and  dependencies  need  to  be
thoroughly explored and analysed before initiating the service improvements as they could
potentially create further problems when operationalising the services improvement plan.
The prioritisation of fail points and AEW is based on the assessment of the severity of the
impact in relation to the following types of risk: 
 Reputational risk:   these are fail points and AEW identified by the customers. In stage
4,  the  data  on  fail  points  and  AEW  is  gathered  about  the  customer  experience
generically and in relation to key service user profilers. This information is carefully
synthesised  from  the  empirical  data  generated  during  the  project:  accounts  of
mystery  shoppers,  interviews  with  customers,  video  recordings,  focus  groups,
customer survey data, observations of service encounter and others. 
 Processual risk:   this type of risk is associated with the negative impact of fail points
and AEW on the efficiency and effectiveness of the service process. It typically results
from the delays in service delivery, poor service recovery practices and numerous
reasons that lead either to service inefficiencies (longer waiting times in hospitals;
bottlenecks  in  service  delivery,  insufficient  resource  allocation,  for  example  staff,
facilities,  equipment,  etc)  or  failure  to  deliver  the  main  objective  of  the  service
delivery, for instance serving food of a Michelin star quality or ensuring successful
recovery from an operation.
 Dependability risk:   as part of the mapping process, there is a necessity to explore
operational  links  with  other  processes  within  an  organisation  and beyond.  What
impact does performance of the service you study have on other processes within
the organisation? What impact it has on the processes of other organisations you
work  with:  suppliers,  business  partners,  competitors  and  wider  networks?  These
dependencies  need  to  be  explored  as  part  of  this  project  and  incorporated  in
consideration for service design improvements. Benefits of involving key stakeholders
in  dialogue  about  service  quality  and  customer  experience  across  multiple
organisations can be substantial and  lead to  sustainability of competitive advantage
as a result of collaborative service improvement strategies
Stage 5: Service improvement plan, implementation, monitoring and 
evaluation
Once fail points and areas of excessive wait are identified, careful analysis of the reasons for
failure takes place. Analytical techniques, for instance brainstorming, cause-effect diagram,
Pareto analysis are used to diagnose the critical contributors to service failures. They reveal
opportunities  for  “failure  proofing”  (Lovelock,  2009)  of  a  range  of  activities  within  the
service encounter. Such opportunities create foundations for service improvement efforts
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whatever  they  might  be:  services  enhancement,  services  redesign  or  services  re-
engineering. 
As these approaches are discussed earlier in this chapter, we turn our attention to the latter
activities characterising this stage. These are concerned with implementation, monitoring
and evaluation of the progress towards service improvements. Successful implementation of
the service improvements starts  with the development of  the service improvement plan
where service improvement interventions are identified and responsibility and timing are
assigned. Ideally, the plan needs to be developed jointly with the key participants of the
project.  Its  draft needs  to  be  timely  communicated  to the rest  of  the organisation and
beyond. The feedback needs to be invited from the key stakeholders and analysed. It should
be taken into account when finalising the plan. When the final version of the plan is agreed,
the scheduled interventions are ready to go ahead. 
Monitoring and evaluation of the service improvement interventions is important to ensure
progress  and  sustainment  of  organisational  efforts  towards  service  improvement.
Monitoring could be taken place rather frequently at regular intervals (depending on the
nature  of  intervention,  but  preferable  once  every  month)  to  ensure  that  service
improvement initiatives are in track with the plan.  Evaluation is more a complex activity
involving evaluation of the progress against the target, reviewing customer and other key
stakeholders feedback; benchmarking service performance against competitors and best-in-
class performance and assessing the fit between achieved service performance and strategic
priorities of an organisation. 
11.5 Consultations and engagement with staff, customers and experts
Projects  that  deploy  service  design  methodology  require  cross-organisational  efforts  to
engage a wide range of participants at different stages of the service design initiatives. It is
critical to engage customers, staff and experts to be a part of a service blueprinting process
and  development  of  service  improvement  interventions.  Each  of  the  following  groups
provide valuable insights to the project: customers about their service experience, problems
encountered  and  possible  solutions;  staff about  their  perception  of  service  quality,
operational  specifics  of  the  service  delivery  and  problems,  suggestion  for  service
improvements; experts advise on industry standards, best-in-class performance and future
trends. 
Often  in  organisations,  when  discussing  service  delivery  specifics  with  blueprinting
participants,  it  is  inevitable  to  encounter  areas  of  disagreement  and  political  tensions
(Bitner, 2008, p80). These areas signify the potential areas of interest for further discussion
and analysis;  however,  initially,  they could be noted but  not  directly  tackled in  the first
instance as blueprinting efforts could be derailed into internal politics. 
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It is important that throughout blueprinting efforts customers remain in focus. It is often too
easy to assume that what staff and experts know about the customer experience is a true
representation of reality. Extensive research allows for greater objectivity and reduces the
risk of data misinterpretation. Blueprinting participants should not be too engrossed with
the steps in the process, operational issues and ‘blame’ talk. They need to be constantly
reminded of a customer being at the centre of service design and service improvements
initiatives and the quality of customer experience in organisations.
11.6 Research tools and techniques 
Throughout all stages of the service design project methodology, there is a wide range of
research methods to be deployed (see Figure 11.4). Combination of a variety of qualitative
and quantitative data from primary and secondary sources could provide valuable insights
into the customer experience. 
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Figure 11.4: Research Methods deployed as part of Service Design Project Methodology  
Study Exercise
Design three research projects to study customer experience of the following services:
 Online grocery shopping
 A cinema visit
 An airline flight ( as part of a holiday trip)
For each of the research project, consider the following aspects:
 A range of research methods you’d like to deploy: their appropriateness and 
limitations;
 How are you planning to deploy each of the methods identified? What are the 
challenges and how are you planning to overcome them?
 Ethical considerations for each of the research methods identified.
 How are you planning to analyse data collected?
 How are you planning to use the results of your data analyses to understand 
customer experience?
 How can you use the data collected to suggest service improvements?
Finally, compare and contrast research strategies across all there projects. Critically 
discuss specifics of these strategies for a research project in academic and professional
contexts.
Understanding Customer Journey through the prism of Service Design Methodology
A number  of  these research  methods  and their  application have  been discussed in  the
earlier  chapters  of  this  book.  In  the  context  of  the  service  design  methodology,  their
application  is  aimed  at  obtaining,  analysing  and  synthesising  data  to  develop  greater
understanding of a customer journey. Use of data for and as a result of the service design
techniques presented in this chapter, namely service blueprint, customer personas, service
improvement plan, improvement interventions, allows researchers and practitioners to work
with rich materials to understand a complex nature of the notion of ‘customer experience’
and to inform organisational  practices to ensure its  strategic importance for  competitive
success. 
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END OF CHAPTER CASE STUDY
PROJECT DERBI
In  August  2009,  University  of  Derby  was  awarded  funding  for  its  bid  submitted  to  the
Student Lifecycle Relationship Management (SLRM) funding stream part of the Business and
Community Engagement Programme for the Joint Information Systems Committee (JISC).
The  proposed  project,  Development  and  Enhancement  Review  of  Business  Interfaces
(DERBI), was aimed to improve the quality of student experience from pre-entry to readiness
to engage in learning and teaching. Enrolment, as the point at which an individual’s status
changes from an applicant to a student, is considered to be a significant point for which a
review of service design and student relationship management would have to be carried out
during the project. 
The  scope of  the DERBI  project  was  focused on further  understanding  of  the  students’
journey and the experiences the 1st year Undergraduate (UG) students through the different
stages of the enrolment process and to suggest process improvements based on the analysis
of the data generated throughout the project. The key priorities for the project were to
identify and implement improvements in order to increase the efficiency and effectiveness
of administration for enrolment itself and the processes which lead to and from enrolment,
and explore ways to strengthen the university / student relationship by adding value to the
interactions. In the official JISC feedback on the outcomes of the project, it states that the
DERBI project is ‘considered to be a flagship service design project (possibly even a flagship
JISC project per se)’ (JISC, May 2010).
The methodological underpinning and the empirical research carried out during the DERBI
project was grounded in broader understanding of the student experience than just only
associated  with  teaching  and  learning  (Lewis,  1984;  Sastry  and  Bakhradina,  2007).  A
perspective of student experience where teaching and learning experience is enabled and
enhanced (Groonros,  2007)  by a  portfolio of  administrative and support services and its
impact on student experience at the university was at the heart of the project approach.
Student experience is considered in the context of ‘student journey’ through the university
service  processes  from  pre-entry  stage  to  alumni,  and  not  merely  in  terms  of  learning
experience or the contacts with tutors. 
The project was successfully positioned within the Student Experience Team responsible for
the development and implementation of the university-wide Student Experience Strategy
and working alongside Student Support and Information Services Department. The project
had a formal Project Governance structure working effectively with the specialists from a
variety of departments within the university representing key stakeholders at faculty, school
and programme levels, operational level and a range of administrative and support functions
across a number of university sites. An academic consultant was contracted to the project to
carry out training workshops in service design and to advise and oversee the research of the
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student  journey,  services  design  technique  application  and  the  development  of  service
enhancement plan. 
Throughout the project there was a wide range of research methods deployed to gather a
variety  of  information  for  the  development  of  the  blueprint  and  services  enhancement
approaches. Crucial combination of a variety of primary and secondary sources, qualitative
and quantitative data and their interpretation provided valuable insights into the customer
perception and expectations with regards to service quality and satisfaction. The Student
Enrolment survey as well as NSS results formed the crucial part of the secondary information
available to the projects. As for primary sources: a wide range of research techniques was
used  ranging  from  mystery  shoppers;  video  recording  of  the  student  experience  and
feedback; focus groups with students, administrative and academic staff of the University;
time  cards  analysis  to  identify  queuing  times  at  the  different  stages  of  the  enrolment
process.
The majority of the primary research focused on student participation and satisfaction with
the  enrolment  process  were  carried  out  during  the  September  Enrolment  period  with
further enquiries made during the January Enrolment. Consultations with staff to develop
and verify the enrolment process blueprint and on the basis of it to develop and implement
service improvement initiatives were carried out throughout the life of the project over the
ten month period.
Please refer to Figure 11.5 for an example of a service blueprint developed as part the DERBI
project.
DERBI: Project outcomes
 Quality of Information
Communication was reviewed in the project in order to ensure that information was
provided effectively using appropriate media and at the right time. The percentage of
students satisfied with the information sent to them increased across the board. In
2009, 36 per cent of returning students rated the whole enrolment experience as
‘better than last year’. In 2010 this figure increased to 68 per cent. Three versions of
A  Guide  to  Enrolment,  designed  by  current  students  and  containing  information
which they would have liked to have as freshers, were introduced. The guide details
the steps needed and included maps of the different campuses showing the locations
of the various stages of enrolment.
 Increased Student take up of On-line Enrolment (OLE)
OLE screens were improved to reduce jargon and improve accessibility for students.
An additional 1,440 students enrolled online in 2010 compared to the previous year
resulting in an OLE total of 8,874.
18
PB, Sept 15
Understanding Customer Journey through the prism of Service Design Methodology
 Staffing
Staff training  proved  successful  in  increasing  knowledge  and quality  of  customer
service. Visibility of staff was also improved with the introduction of blue T shirts for
staff supporting enrolment.
 Improved Signage
Approximately 83 per cent of students felt there were enough signs to direct them to
their  enrolment  locations  in  2010,  ‘on  campus’,  ‘inside  the  buildings’  and  ‘at
enrolment’ compared with 63 per cent in 2009.  
 Reduced number of Passwords issued 
Password issue was a major fail point in 2009. Communication about passwords was
improved,  including using SMS for new students and extending returning student
awareness of password expiry. There has been a 38% drop in demand for the issue of
new passwords in 2010. 
 Reduction in Queuing 
The mean wait times for all  stages of enrolment was reduced to half the time of
2009,  for  both  self-service  and  confirmation.  At  time  of  sampling,  no  queues
occurred  for  ID  card  collection in  2010.   Students  took  less  than  20  minutes  to
complete self-service and normally less than 5 minutes for confirmation.
 Bite-sized Induction
In 2009 student feedback showed that welcome week schedules did not adequately
fill time for new students and that gaps in scheduled time were a cause of anxiety as
students tried to fill time in an unfamiliar environment. In response bitesize induction
was introduced in the Atrium. This consisted of a stand with information materials,
puzzle books, opportunities to ask questions, and register for campus tours.
Unexpected  benefits  of  the  project  were  that  staff stress  levels  were  reduced  during
enrolment week for full-time students. Furthermore, the structure of the project, combining
students, professional staff and academic colleagues, has been very successful in terms of
gaining university-wide support and buy-in into the project. 
Services blueprinting and service enhancement techniques have proved to be valuable in
improving the student experience at the University of Derby. The technique genuinely places
students  at  the  heart  of  the  review  and  redesign  of  services.  This  approach  relies  on
research in order to ensure evidence-informed, student-focused decision making. Students
must be involved at the design stage of services in order to ensure the experience offered is
fit for the future. Student expectations of service delivery are increasing and universities
must be prepared to consider relationship management holistically: encompassing learning
and teaching as well as professional services and administration. 
Cross-sector application 
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The cross-sector workshops and engagement in the project has improved expertise in the
application  of  service  design  methodology  in  context  of  higher  education.  University  of
Derby experts have undertaken some consultancy work with other HEIs wishing to apply this
technique  to  improve  their  service  provision.  JISC  commissioned  the  project  team  to
produce a service design guide which has now been published for the sector and the team
have presented at various conferences, including AUA and SROC 2011. Copies of the design
guide  and  further  information  about  the  project  can  be  found  at
www.derby.ac.uk/experience/JISC-enrolment-project
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Figure 11.5-1: Blueprint of student transition from application to enrolment – DERBI project
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PB, Sept 15Figure 11.5-2: Blueprint of student transition from application to enrolment – DERBI project
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End of Chapter Summary
This chapter provided an overview of service design methodology and its application in a
context of a project aiming to develop holistic understanding of a customer journey. This
methodology is  particularly valuable for  projects in complex organisations where service
processes  have  numerous  touch-points  with  customers  and  have  a  high  degree  of
dependability on other internal and external systems and processes. 
Service  blueprinting is  one  of  the  key  techniques  of  the  service  design  methodology.  It
allows for in-depth analysis of each stage of service delivery providing detailed insights into
front and back stage elements of the servicescape (Booms and Bitner, 1981). Development
of personas reveals customer behavioural patterns and offer important intelligence about
the  customers  as  the  key  focus  of  service  design  and  service  improvement  efforts.
Researchers  would  find  this  methodology  of  value  in  projects  that  study  the  customer
journey  holistically  and  account  for  interoperability,  complexity  and  temporality  of
organisational processes. For practitioners, service design project methodology has a proven
success  record  in  fostering  a  customer-centric  approach  to  service  design  and  service
improvements in various organisational and sectorial contexts.
Additionally, this type of research may help in areas of:
 Competitive Strategy: projects aiming to achieve differentiation through services.
 Marketing Strategy: enhancing understanding of a customer journey with an aim
to communicate more effectively with the market and affect customer perception
of service quality.
 Operational Strategy: evaluating service efficiency and effectiveness followed by
development,  implementation,  monitoring  and  evaluation  of  the  service
improvement initiatives. 
 Brand Evaluation: providing insights into customer perception of service quality
through service experience and brand values.
 Advertising  and  Promotion: working  with  PR  specialists  to  develop  effective
communication strategy to create media representation of a customer journey
and communicate to the market.
 Internal Marketing: providing representation of how customers perceive service
quality  through  service  experience  and  brand,  identify  any  potential  gaps,
develop recommendations to address potential problems and communicate to
staff.
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End of Chapter Exercise
This exercise is designed to be carried out over two two-hour seminar sessions. Prior to the
exercise  launch,  you  would  need  to  secure  permission  from  your  local
(school/college/university) library to host the service design project.
Seminar One: Students are asked to form Design Teams (max three students in a group).
Each group will have to develop their own approach to developing a blueprint of a service
encounter  at  a  school/college/university  library.  As  a  group  they  will  need  to  identify
potential fail point and AEW. They will also need to suggest a service improvement approach
and improvement interventions. They will need to present their work to the rest of the class
during Seminar Two. The duration of presentation is 10 min per group. Student can use any
medium to present their work.
Students and tutors visit the library. Design Teams are asked collect the data to develop a
blueprint. Tutors act as consultants on service design methodology and research methods.
Teams can access tutor support up to three times during their library visit.  This exercise
encourages student to work as a team and to develop individual and group strategies for
collecting and analysing data. The groups will have to consider what information they need,
how to collect it,  how to use it to achieve the objective of the exercise and the how to
present it in class. 
Students might be encouraged to meet outside class hours to collect data and to develop
their materials further.
Seminar Two:  Design Teams are asked to present their projects and materials developed.
Each presentation is evaluated by tutors and peers. You might wish to video-record group-
presentations to give developmental feedback to students in relation to their presentation
skills. 
After  all  presentations  are  carried  out,  tutors  initiate  class  discussion  about  value  and
applicability of the service blueprinting technique. What teams found easy/difficult to apply?
Would  they  recommend  using  the  technique  to  other  students?  What  tips  could  they
provide for other students? What research methods they undertook? What worked? If they
had more time for this project, what research methods would they deploy and why? Overall,
what have students learned as a result of this exercise.
Consider, if it is appropriate, to communicate the service improvement recommendations to
library staff and ask for feedback. There might be an opportunity for a member of staff to
feedback  directly  to students.  If  not,  communicate  the feedback  received and discuss  it
further with the students. 
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